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 FOREWORD

How to Easily Attract the Affluent

BY JOE VITALE

 

 

 

I was homeless 30 years ago. No job, no home, no car, no nothing. I struggled in virtual poverty for a decade after that. As I worked on my business and my self, I became an internet celebrity, a movie star, and the author of numerous bestselling books. All of this brought me increased wealth. I’m in the kindergarten category of knowing true affluence, but after paying off my debt, here’s some of what I’ve done with my money:• bought two exotic hand-made limited edition luxury sports cars, including one previously owned by a rock star (Steven Tyler of Aerosmith) who autographed the engine.
• bought two of the rarest guitars ever known, including one hand carved out of Hawaiian koa wood by one of the greatest luthiers on the planet (Robert Taylor).
• paid for professional auto racing instruction, which allowed me to roar around the Atlanta-Sebring racetrack in a fire suit and a helmet (and paid for a friend to attend with me).
• given a staggering amount of money to the mother of a little boy who needed a special machine to help him recover from a pediatric stroke (a boy and a mother I’ve yet to meet in person).



I’m not bragging or showing how frivolous I am. I can easily justify my expenses and even deduct them from my taxes. The truly affluent do far more than this, of course. They have private jets, more than one mansion, and servants to cook for them and their pets, and they spend money on diamond-enhanced cell phones.

But I’m making a point here. I’m declaring that the affluent spend money on two things. Two things that you can provide.

What are they?

Experience and Exclusivity.

As I wrote in my book on circus promoter P.T. Barnum, There’s A Customer Born Every Minute, people will spend almost any amount of money on something, anything, that will change their internal state. They want to feel something. Provide it and get rich.

People also want to feel they are unique. If they can buy that uniqueness, they will. Owning something you’ve made—say, a collectible version of whatever you sell that few others have—is one way to accomplish this sense of individuality.

There’s more, of course. That’s where Dan Kennedy comes in.

Dan’s book is the first one to reveal the direct route to the affluent’s bank vault. He shows you how to open it and withdraw bags of loot, legally and joyfully. He talks about Experience and Exclusivity and a whole lot more. His branded No B.S. approach is a simple paint-by-the-numbers system for getting more than your fair share of the wealth the affluent are willing and even eager to spend.

Dan is a living genius at marketing, a copywriting legend, my all-time favorite marketing author, and glaringly brilliant at teaching you to think differently about your marketing efforts. He shows you how to get one thing: results.

To begin, stop thinking there are any limitations to becoming affluent yourself, and start reading this book. You’ll then start to attract the affluent—and their money.

Go for it!

 

 

JOE VITALE, star of the movie The Secret and outrageous internet marketing celebrity, is the author of way too many books to list here, including Buying Trances, Hypnotic Writing, The Attractor Factor, and The Key. His main website is www.JoeVitale.com.






 PREFACE

How to Use This Book to Get Very Rich

For many years now, I’ve been all about helping small-business owners transition to entrepreneurs, turn ordinary businesses into extraordinary ones, break free of boundaries and limits, and make many more millions of dollars faster than they ever thought possible. I’ve chronicled the strategies used and their “case histories” in 11 books, beginning with How to Make Millions with Your Ideas, first published in 1996, through to No B.S. DIRECT Marketing for NON-Direct Marketing Businesses, first published in 2006, to this book, as well as in my monthly newsletters and the PHENOMENON™ DVD, which can be found at www.InNext12Months.com. Nothing I’ve ever done has matched the impact of my most recent guiding, pushing, prodding, and nagging of entrepreneurs and marketers to reinvent themselves as needed in order to focus on marketing to the affluent. THIS book summarizes those five years of guiding, pushing, prodding, and nagging.

This book has three purposes.

First, to sell you on transforming your business to market to, appeal to, and attract the affluent, thereby transforming your income, security, and business life. I use the word transform deliberately. I try not to fool around with things of minor significance. What you can do for yourself by combining price elasticity with marketing to the affluent is, in fact, life altering. You will have to buy this premise before anything else here has value to you. You will have to take ownership of this idea and be willing—no, eager—to work on it every day. There’s a canyon-sized gap between whatever curiosity brought you to this book and the commitment required to fully move to being a marketer to the affluent as your chief role in your business, as your personal profession, as your greatest area of study, knowledge, and expertise. Getting that commitment in just 430 pages is a tall order. But that’s what I have set out to do, and I want to be completely transparent about that objective. I am here to sell you something. To sell you on making a major shift in every aspect of your business.

 

Imagine that you own a shop on a main street in a part of town that is losing its well-to-do residents, its closest major employers closing their doors. Poverty is setting in. Sunny days stop; gloom and doom descend. People walk stoop shouldered rather than upright, shuffle rather than stride. Studiously avoid the displays in store windows like yours. From your shop doorway, you see your entire world, and it is in decay. Only three streets away from the rear of your store, out of your sight, is a community booming with new office buildings and lots of jobs, its street’s shops and restaurants busy all day with the area’s workers, equally busy in evening with the residents of the shiny, new high-rise condominium complexes at the street’s end. Golden sunlight makes the diamonds and gold bricks in the street sparkle.

 

This is exactly the position so many business owners, professionals in practice, sales professionals, and marketers are in.  What they can’t see and are unaware of is not literally a place a few streets away; instead it is a segment of the market immediately before them and all around them. A unique myopia blinds so many from seeing these people so eager to spend so much on so many goods and services, with little concern over price.

If you would like to get very, very rich, you need to see where the most money is and then go there to get it. Sounds foolishly simple, I suppose, yet I daily see the vast majority of marketers wasting valuable resources struggling mightily to get money from people who have little of it to part with.

The second purpose, to give you new understanding of who the affluent customers and clients are, where they are, what they buy, why they buy, and how to get out of your own way and get in sync with them.

 

There is this old story of some avid hunters who seek out and hire a highly recommended guide to lead them to hidden herds of giant elk. Guns over shoulders, they hike, following this guide through woods, up mountains, through rivers, into snow, for hours and hours, until they gradually realize they’ve been hiking in circles. “Hey,” one hunter says, “you’ve got us lost. I thought you said you were the best hunting guide in the United States?”

 

“I did, sir,” the guide said ruefully, “but I believe we are now lost in Canada.”

 

To market to the affluent, you must know where they are and how to find them. In this book, I will guide you directly to them.

If you’ll forgive, one more hunting story . . .

 

A man who regularly suits up and goes off with the other guys into the woods for days on end, suffering wet, cold weather, to hunt, leaving his wife a weekend widow, is finally confronted by her—she wants to go along and see what is so exciting. Grudgingly, fearing the worst, but wary of endless alimony, he gets her a camouflage outfit, boots, a gun, and  brings her along. He stations her at the bottom of a hill, in a stand of trees, and tells her, “I’m going up the hill with Ben and Tom. If we flush deer out, they’ll come down this hill right in front of you. Just point and shoot. We’ll come ‘a-running.” He and his friends climb the hill but barely get to the top when they hear a gun blast and his wife and some other man yelling. They race back to the bottom, to find her pointing her gun at a guy standing next to a dead horse. He says, “OK, lady, OK, it’s a deer. Can I at least take my saddle with me?”

 

To successfully market to the affluent, you must know not only where they are but what they look like. In this case, I don’t actually mean just their physical appearance. I mean owning a very clear and complete picture of who they are, how they think, what they want, what they detest, and how they make their buying decisions—because they are a very different creature than what you have been accustomed to dealing with.

The third purpose is to present a collection of strategies for successfully marketing to these affluent customers and, ultimately, to put it into the context of a step-by-step system.

Let’s take these three purposes in order:

First, to quote the advice given to Woodward and Bernstein by Deep Throat about the Watergate investigation: follow the money. As you progress through this book and subsequently go looking where directed, you are going to discover that there is an ocean of money out there, changing hands by the minute. This picture is contrary to what the media would have you believe about a slow and troubled economy and a population of broke people struggling just to buy milk and diapers. This picture may be contrary to the one you see and operate your business in, which is exactly the point. Dr. Edward Kramer, an early pioneer in success education, said that even a tiny and insignificant penny held close to the eye can block the sun. I find most  businesspeople are just so myopic. Blocking their discovery of untold opportunity for extraordinary income and profit by following the money to the affluent is a picture of the poor held too tightly to the eye. Most business owners think that customers for whom price is irrelevant are as rare as unicorns trained in ballet, so they never set out deliberately to attract and do business with them. In truth, there is a giant, growing availability of such customers. Your view of the prosperity waiting for you will change with this book.

To the second, while I have been the most serious student and highly paid practitioner of direct marketing for 30 years, I have been most seriously studying and devising special marketing strategies for the affluent for the past 5 years. I write a monthly publication, the No. B.S. Marketing To The Affluent Letter (in addition to the regular No B.S. Marketing Letter), born by demand and opportunity. The explosive growth of the emerging mass-affluent and affluent populations made this specialized focus irresistible. The response to that newsletter and the information it provides led to this book. In everything I’ve ever done in marketing, the two things that have had the greatest positive impact for the greatest number and diversity of business owners have been educating them about price elasticity and about marketing to the affluent.

We are in the midst of a demographic revolution, with the baby boomer population peaking, the mass-affluent population exploding, and the affluent population growing richer per capita, all converging to produce a new “spending class.”

Opportunities to trade up, to upgrade your clientele, to rearrange your business, its presentation of products, services, and prices to attract upscale, more freely spending consumers have  never been better. The retailers’ antidote to big box stores and online commoditization, the professionals’ antidote to cheap-fee competitors, the service companies’ antidote to cheap discounters and bait ’n’ switchers, everybody’s immunity to recession is: the customer for whom price is not the issue! Now the population of such customers is growing exponentially and rapidly. You need to understand them, realize how abundant and plentiful and obtainable they are (possibly contrary to your own limited perception), and learn to target and attract them. You will understand the psyche of the affluent customer and be able to market to his aspirations, values, and mind-set as result of this book.

IF YOU WOULD CHOP OFF YOUR OWN HAND WITH A DULL AXE before letting it hand over your credit card to buy a $4,195.00 cloth purse or spend $8,000.00 to fly somewhere private that Southwest goes to for $49.00, or join former Senator John Edwards at the salon for a $400.00 haircut and then the architect’s office to plan a 26,000-square-foot home, or pay $6,200.00 for a hand-carved mahogany umbrella rack, then you do not understand the rich and are therefore banned from success in selling to them.

This book’s mission is to introduce you to three groups of customers in a meaningful way—the rich or ultra-affluent, the affluent, and the mass-affluent—as well as three convergence groups, the ultra-affluent boomers, the affluent boomers, and the mass-affluent boomers. Here I give you six different golden keys to unlock six different doors, each leading to far greater financial rewards for you regardless of the business or sales career you are in. They are keys of understanding. Understanding the magnitude of these customer groups, their explosive growth, their psyche, their spending behaviors.

Years ago, a client tried to hire me for a copywriting assignment I foolishly rejected, for TV commercials for a home-study course teaching fishermen how fish think, based on the premise that to catch a lot of the biggest, fattest, most desirable fish, you needed to know how fish think. Knowing nothing about fishing, I thought the whole thing bunkum that no sane person would buy no matter how clever my copy was crafted. I was wrong; the commercials sold tons; I lost out on hundreds of thousands of dollars in royalties. Oh well. It is, as we rich so often say, only money. Now I tell you: you need to know how these rich think should you wish to attract them.

Finally, third, you’ll be shown a systematic approach to converting all this newfound understanding into actual attraction of affluent customers. My life has been about building marketing systems—and I am routinely paid upwards of $100,000.00 by my private clients for doing so. Over 30 years, more than 85% of my clients have returned to me for such assistance repeatedly. You can be assured that the systematic approach I’ve prescribed here will work for you—in any type or size of business, professional practice, or sales career.

One of the best questions I’ve ever been asked, which I’ve taken to asking others, is: Do you seriously, sincerely want to be rich? If you do, you will use this book as a stepping-stone to the road paved with gold, which leads to where all the wealth is. You will go there without further delay, without hesitation, without procrastination.




Important Notices from the Author 


References 

A massive amount of research, tapping into more than a hundred sources as well as the experiences of my own clients and of Glazer-Kennedy Insider’s Circle™ Members has gone into this book. I have not turned it into an academic textbook, meticulously footnoting each and every fact or statistic to its specific source or sources. Where only one source was used for a significant amount of information, it is footnoted. Otherwise, I have, in the “Resources” portion of this book, provided a lengthy list of websites including sites belonging to most of my research sources. The serious student motivated by this book will visit them all. Also, throughout the book, you’ll find “Recommended Resource” boxes in the chapters directing you to useful sources of information and assistance. I should tell you, delays between writing and having a book published are unavoidable. While every effort has been made to verify the accuracy of the information and to list only active sites and resources, it’s a safe bet that some of this won’t age well—even a few months can make a difference in the fast-moving world of marketing. The principles and strategies, however, will remain valid for years to come. Some updating of the information will be provided at www.NoBSBooks.com, in the section for this book. And the best way to stay connected to my most current information on marketing to the affluent is to subscribe to my No B.S. Marketing To The Affluent Letter, available at www.DanKennedy.com.


Gender Language 

For those of you who are gender- or political-correctness sensitive, to head off letters: I have predominately used he, him, and so  on throughout the book with only occasional exception, rather than awkwardly saying he or she, him or her. I do not mean this as a slight to women, only as a convenience. I am not getting paid by the word.


Free Offer 

I do not want our new relationship begun with this book to end as one-night stand. I have a great deal more to share with you, and it won’t take you long reading this book to realize there’s a lot more to be gained from me than can fit here. To make the next steps entirely risk free to you, I’ve made them cost free too. There is an incredible Free Gift Offer on page 429, giving you more than $600.00 in resources (at their publishers’ price value), including a two-month “test drive” trial membership in my Insider’s Circle, which includes my No B.S. Marketing Letter. During these two free months, you’ll be invited to join me and other experts on Webinars and Tele-Seminars. To be sure you don’t get sidetracked and miss out, why not go right now, before doing anything else, to page 429 at the back of the book and accept my offer? It will take only a few minutes. Oh, I’ll remind you as we go along, but the sooner you accept, the sooner all the good stuff starts coming your way!





“LUXURY is the first, second and third cause 
of the ruin of the republics. 
It is the vampire 
which soothes us into 
a fatal slumber 
while it sucks the life-blood of our veins.”

—EDWARD PAYSON ROE, (1838-1888),
 MINISTER, CIVIL WAR CORRESPONDENT TO THE NEW YORK EVANGELIST,
 NOVELIST, STRICT MORALIST.

 

 

“Let the 
bacchanal 
begin.”

—DAN S. KENNEDY






 BOOK ONE
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Who Are These People Who Have All the Money?

Understanding
 Mass-Affluent, Affluent, and
 Ultra-Affluent Buyers





 CHAPTER 1

Who ARE These People,Anyway?

“With money in your pocket you are wise, you are handsome, and you sing well, too.”

—YIDDISH PROVERB

 

 

 

I have always wondered about the monkeys on monkey islands in our zoos. As we stand there looking at them, amused at their funny expressions and antics, are they entertained by looking at us in our funny clothes? Are the monkeys asking themselves, Who are these goofy creatures, anyway? I do know, from numerous conversations with my clients, that the rich are strange and odd and incomprehensible, that figuring out what motivates their behavior is as difficult as figuring out why the monkeys act as they do. While we’ll never need to decipher the monkeys’ thoughts and acts, we do need to decode the rich. 

We can begin by organizing the population itself. Throughout this book, I’m going to subdivide the affluent population many different ways:Ultra-Affluent 
Affluent 
Mass-affluent 
. . . and specialty market groups, like 
Affluent Boomers and Mass-Affluent Boomers 
Affluent Gays and Lesbians 
Affluent Entrepreneurs and Business Owners 
. . . and then by gender, women and men.





These divided groups meet, converge, and also act separately. It is up to you to ultimately develop your own carefully defined target group within the affluent population that is ideally matched with your products, services, even your own personality.

Let’s begin with some basic definitions.

 

Mass-Affluent—Household incomes of $85,000.00 to $150,000.00 and/or net worth exceeding $250,000.00. This is the fastest-growing segment of the entire consumer market. These people are younger and more diverse than any previous affluent population in history. They include families with young children; single-parent households; blue-collar, not just white-collar, employees, as well as small-business owners. Demographic groups who just five years ago, and certainly ten years ago, would have been J.C. Penney® shoppers but now make some purchases there, some down at Wal-Mart,® and manyupat Saks® and Neiman Marcus.®

 

Affluent—Those with household incomes of $150,000.00 to $250,000.00 and/or net worth including primary and additional  residences’ equity, exceeding $1 million. In short, millionaires. As many millionaires bemoan, being a millionaire ain’t what it used to be! The status of millionaire, once rarified, is now mainstream. We’ve had a two-decade millionaire explosion in America, and a similar explosion is now occurring in a number of other countries.

It is within the Mass-Affluent in move-up mode and the Affluent categories that we find what some demographers have taken to calling “middle-class millionaires;” they are of a very particular mind-set, which we’ll be talking about at length.

 

Ultra-Affluent. Those with household incomes of $250,000.00 up and/or net worth of $3 million to $10 million. Here we find the wealthiest 10% of U.S. households as defined by net worth, according to the most recent Federal Reserve study. Their average net worth is $3.1 million, average annual income is $256,000.00. They earn 36% of all U.S. income and control 70% of the U.S. net worth. As a group, these 11 million households hold 89% of the value of all publicly traded stocks and mutual funds in the United States.

 

Ultra-Ultra-Affluent. Household incomes of $1 million and up and/or net worth starting above $10 million but more commonly in the $20 million to $50 million range. Private jet owners1 fit nicely here—they have average yearly incomes of $9 million, net worth in excess of $50 million. Average age 57,70% men. Each year they report spending $30,000.00 on wine and alcoholic beverages, $150,000.00 at hotels and resorts, $115,000.00 on clothes and accessories, $250,000.00 on jewelry, $500,000.00 on home improvements and furnishings, and they have at least two residences. As   a practical matter, their spending power is unlimited. Their ranks include Fortune 1000 CEOs, Hollywood celebrities and executives, and professional athletes, but more than half are not famous or in exotic occupations or businesses but are, instead, “the millionaire next door” who has moved up. Many have built up and sold businesses or taken their businesses public, creating lump-sum wealth.

 

Affluent Boomers. You’ll find a very lengthy chapter devoted exclusively to this, pardon pun, booming group actively exploring and even inventing an entirely new approach to retirement and Act 3 and Act 4 of life—and funding it with an unprecedented amount of spending power.
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These groups, and other affluent groups, offer opportunity to marketers as unprecedented as is their prosperity, spending power, and attitudes about spending. In the chapters to come, you will see this new world of opportunity revealed.

WHAT ARE THEY BUYING?

Purchases and Spending in Past 12 Months



		Affluent 	Ultra-Affluent 
	Home furnishings	80%	84%
	Women’s evening apparel	43%	56%
	Fine jewelry	37%	50%
	Artwork, collectibles	10%	20%


Lifestyle Plans in Next 12 Months



		Affluent 	Ultra-Affluent 
	Invest: stocks, real estate	39%	55%
	Remodel/renovate	39%	37%
	Trip outside U.S.	37%	57%
	Buy/lease new car	25%	34%
	Cruise	16%	20%
	Buy new/addt’l home	9%	13%




Based on 2006-2007 research data from Monroe Mendelsohn Research/Mendelsohn Affluent Survey, 2007 (www.mmrsurveys.com).







 CHAPTER 2

The Ultra-Rich: Different Than You and Me

F. Scott Fitzgerald: “The very rich are different from you and me.”
 Ernest Hemingway: “Yes, they have more money.”

—DOCUMENTED EXCHANGE BETWEEN THE FAMOUS AUTHORS,
 FROM MARK MY WORDS, COMPILED BY NIGEL REES

 

 

 

The Forbes 400 list, compiled and published annually by Forbes magazine, is a microcosmic look at the ultra-rich. In 2007, the first year that admission required a net worth of at least a billion dollars, many former multimillionaires dropped from the list. In the book All the Money in the World, authors and researchers Peter Bernstein and Annalyn Swan provide a terrific in-depth analysis of the earning and spending of these wealthiest people in the world. I recommend the book for those seriously interested in understanding and marketing to the ultra-rich. Here, I’ll give you a thumb-sized overview of what they found out, as well as my own observations.

First of all, you should be interested in who is on this list. There are many names you know, like Oprah, Bill Gates, Warren Buffett, and the omnipresent modern-day Barnum, Donald Trump—of whom I am a very big fan. (I have appeared as a speaker on programs with the Donald; at some of the past Glazer-Kennedy Insider’s Circle™ conferences, we’ve had the first Apprentice winner, Bill Rancic, and Apprentice competitor Kristi Frank; and our 2008 Marketing and Moneymaking SuperConference’s featured guest speakers included Trump’s attorney and chief negotiator, George Ross, and Gene Simmons of the band KISS, seen on Celebrity Apprentice. I study and recommend study of people like Donald Trump.)

You might find a variety of statistics interesting—and in some instances, useful. For example, 270 of the 400 basically made their fortunes from scratch, and another 56 made a large portion of their money even if also inheriting some wealth. Translation: 80% of the ultra-rich got there through ambition, initiative, drive, grit, ingenuity, hard work, and entrepreneurship. Their wealth has not separated them from those values. Only 74 of the 400 inherited their fortunes. Thinking of the ultra-rich as a silver-spoon-in-mouth crowd born of the lucky sperm club would be a serious mistake. This is not who they are and it is definitely not how they think of themselves.

Forty-one of the 400 attended Harvard; 28, Stanford; 14, Yale; and 10, Princeton—a total of 93 from the top-rated, most prestigious universities. But it is worth noting that a higher percentage of the ultra-rich attended run-of-the-mill universities or did not attend college at all. And, as an aside, here’s a very interesting statistic about the presumed link between wealth and college: those on the Forbes 400 list in 2006 with a college degree were worth less on average than those without a college degree—$3.1 billion vs. $5.9 billion, to be exact—making the college degree a nearly $2 billion handicap. I might mention, in the 2007-2008 Presidential primary campaigns, both Hillary Clinton and John Edwards insisted it was, quote, impossible, unquote, for anybody to get ahead anymore without a college degree as basis for their plans to provide free college to everybody, giving each newborn baby a $5,000.00 college fund, and other, similar foolishness. Of course, what they stated as fact and actual facts never meet. Further, while college enrollments have climbed from 47% in 1973, the year I graduated from high school and did not go to college, to 69% now, college graduation rates have stayed the same, 66%, according to the National Center for Education Statistics. So, while more are going, more are dropping out. Imagine what that statistic will look like if we make college free for all. Got lousy grades, no work ethic, no ambition? Here’s a free ride at Harvard. Have fun.
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Dan Kennedy’s #1 No BS Key to the Vault

Make all your marketing to the affluent mirror the way they see and think about themselves.



That kind of talk—the criticism of the free-college plans I just provided—really resonates with the ultra-rich, by the way. They  deeply resent the popular but erroneous idea that they got theirs through inheritance or luck, and they bear even greater resentment for and disapproval of handouts and freebies provided to others. Many, like Warren Buffett and Bill Gates, severely restrict the inheritances passed on to their children. As I was writing this, Barron Hilton, apparently finally fed up with Paris Hilton’s being Paris, altered his will and moved billions from heirs to charity. Fundamentally, the more affluent a person is, the more vehemently opposed he is to handouts to anyone under any circumstances, except severe tragedy, such as Katrina.

The ultra-rich are a marrying bunch. Only 11 of the 2007 Forbes 400 have never been married. One hundred eighteen have been divorced at least once, but 271 have stayed married to their first spouses—a significantly better percentage than the general population. Cynics would say that has something to do with the high price of divorce. Golfer Greg Norman’s divorce, in progress as I wrote this, was reportedly expected to cost more than $200 million, and he wasn’t even on the Forbes list! When asked by fellow actor Arnold Schwarzenegger why Arnold was rich and he was not, Burt Reynolds answered: number of wives. Still, as many including former General Electric captain Jack Welch have observed, the reason divorce is so expensive is it’s worth it. My own affluence was wounded significantly by divorce, helped by remarrying the same wife. Finally, I got to marry rich.

The age of the ultra-rich skews mature, as you’d expect, but it does span wide. The oldest 400 member, John Simplot, is 98; the youngest, John Arbold, 33. Average: 65. If you step away from the top of the pyramid, the Forbes 400, and look at the broader affluent population, you will still see age skew senior, pointing the ambitious marketer to the affluent toward affluent boomers.

There is geographic concentration. Out of 400, 88 have their primary residence in California, 73 in New York state—and 64 of those in New York City.

The top ten: Bill Gates, $59 billion; Warren Buffett, $52 billion. Big drop to Vegas casino entrepreneur Sheldon Adelson*, $28 billion; Oracle Software’s Larry Ellison, $26 billion. Another drop to the new kids on the block, Sergey Brin and Larry Page from Google, each at $18.5 billion. Vegas entrepreneur and corporate turnaround guy, Kirk Kerkorian, $18 billion; Michael Dell of Dell Computers at $17.2 billion; Charles Koch, an oil man, $17 billion, and his brother, David Koch, also in oil, at $17 billion, both having had a head start through inheritance. Some trivia: David Koch ran as the vice-presidential candidate on the Libertarian Party’s ticket back in 1980. Gates famously began his business in his garage. Buffett is legendary for his preference of investing in “ordinary” businesses like Dairy Queen®, Borsheims and Helzberg jewelry store chains, and Coca-Cola®. Adelson is the son of a cab driver and is a college dropout. Ellison is also a college dropout, started his business in 1977. The Google boys are Stanford dropouts who started their business in a borrowed garage. Kerkorian is the son of an Armenian immigrant fruit farmer. He is an eighth-grade dropout. He built his first business, TWA, the airline, from scratch, sold it for $104 million profit in 1996, and began aggressively investing in Vegas properties. Dell started his business selling computers out of his college dorm room. Eight of the top ten built their fortunes as I described earlier. This is an important point, as it speaks to the psychology of selling to the ultra-rich.

Following are some of the most interesting Forbes 400 members.

 

H. Ross Perot ($4.4 billion), the son of a Texas cotton broker. After his stint in the Navy, he went to work as a salesman for IBM®. The data management company he subsequently created was based on an idea of his that IBM rejected. He sold that company for $2.5 billion. His current company uses offshore labor in 20 countries and has a huge technology center in Mexico, even though Perot railed against The North American Free Trade Agreement (NAFTA) during his quixotic campaign for the presidency.

 

Ronald Lauder ($3.2 billion), son of beauty entrepreneur Estée Lauder, who started her face creams business in 1946, whipping up potions in a kitchen sink. She is widely credited with inventing the gift-with-purchase strategy commonly used in the cosmetic industry but having much wider application, including selling just about anything to the affluent. The leveraging of commodity consumer products to ultra-wealth is not at all unique. Also on the list as examples: Leonard Stern, who owes his $44.1 billion to his dad’s Hartz® Mountain pet products; Don Hall’s $2 billion has evolved from his uncle’s selling of greeting cards beginning at age 18, which became Hallmark®; Hope Hill van Buren’s $1.4 billion comes from inheritance, from her grandfather, the inventor of condensed soup leading to Campbell’s®; John Simplot’s company grows the potatoes for about one-third of all French fries sold in America; Forrest Mars Jr.’s delicious $14 billion comes from Mars® candy bars.

 

Leslie Wexner ($2.8 billion) is an Ohio State dropout who started his first women’s clothing store with $5,000.00 borrowed from his aunt. His retail creations include Bath & Body Works® and Victoria’s Secret®. Victoria’s Secret is, incidentally, a clever marketing construct, a re-imagination of long-reigning then dethroned leader, Frederick’s of Hollywood®.

 

Roy Disney* ($1.4 billion) is Walt’s nephew, best known recently for leading the fight to oust Michael Eisner as Disney’s® CEO. Roy’s days on the list may be numbered, as a pending divorce promises to divide the wealth. Still, as Walt said, it all started with a mouse—and look at all that has followed.

 

Frank and Lorenzo Fertitta ($1.3 billion each) started out dealing cards at the Stardust. Bought a “nothing” casino way off the Strip, and parlayed their winnings to include 15 casinos  and resorts. But their product you might be familiar with, a fan of, or repulsed by is the mixed martial arts fighting sport the Ultimate Fighting League, and its long-running reality TV shows and pay-per-view events, which average $30 million in revenue each.

 

Ralph Lauren ($4.7 billion) is the son of Russian immigrants who grew up in the Bronx, worked as a salesman in a Brooks Brothers™ store, and launched Polo with a saved-up and borrowed $50,000.00 in 1967. He sold 28% of the company, 27 years later, for $138 million and then developed other brands, expanded from fashions to furniture and brand licensing for everything from leather luggage to house paint sold at Home Depot®. In a sense, Lauren himself is the product. The strategy of a personal brand is also not uncommon in the ultra-rich category. You can arguably place Trump there. While not in this ultra-rich category myself, much of my wealth can be chalked up to my self-created status as a valuable personal brand. This is a strategy just about anyone can emulate, in any business, consumer or B2B.

 

Jeff Bezos2 ($8.7 billion) started out simply selling books from his garage via the internet. He survived the dotcom crash and years without a profitable business model to wind up with an online mall topping $10 billion in yearly sales of everything from books to toys to tools. He is a Princeton grad and worked at a hedge fund before starting Amazon®.

 

S. Truett Cathy ($1.3 billion) started out selling chicken sandwiches to factory and airport workers. Opened the first Chick-Fil-A® store in a shopping mall in 1967. That chain sells a whole lot of chicken despite keeping all its restaurants closed on Sundays, honoring Cathy’s strict Baptist beliefs.

 

Fred DeLuca ($1.6 billion) turned one sub sandwich shop into 28,000 Subway® restaurants in 86 countries through aggressive franchising, not without controversy—franchisees have filed class action litigation against him; the medical establishment has ferociously criticized the Subway diet promoted with the now famous Jared.

 

Michael Illitch ($1.6 billion) opened his Little Caesars® pizza shop in 1959, after an injury ended his pro baseball career, and built up a 40-store chain in ten years, then turned to  more aggressive expansion, modeling Ray Kroc’s McDonald’s® franchising model, building to yearly sales exceeding $1.5 billion.

 

Ty Warner ($4.1 billion). Salesman’s son who dropped out of college to follow in his father’s footsteps, as an on-the-road sales rep for a plush toy company. Ty kept his thinking cap on while a road warrior and, in 1986, created Beanie Babies® and the collectoritem status that fueled the craze. He’s leveraged the Beanie Babies® money into ownership of a Four Seasons® hotel in New York, three luxury resorts, and the cottage where John and Jackie Kennedy honeymooned, which guests now pay $2,990.00 a night to stay in.

 

Rich DeVos ($3.6 billion) and his high school buddy created Amway™, after several business failures and a stint in another multilevel marketing company Amway later acquired. The company started bottling its lone product, an all-purpose liquid cleaner, in a garage in 1959. Its system of distributors recruiting distributors has led to more than three million of them worldwide generating over $6 billion in yearly sales of its own household, cosmetic, and nutrition products as well as joint ventures permitting their representation of products from Best Buy™, Amazon, and many other retailers. Rich also owns the National Basketball Association (NBA) team the Orlando Magic. And a whole lot of Amway’s hometown, Ada, Michigan. I cut my teeth as a young’un in the Amway business and have both a nostalgic fondness for and deep understanding of the person-to-person selling method as a result. One of our own Glazer-Kennedy Insider’s Circle’s™ businesses, with local chapters, regular meetings, and mastermind groups for small-business owners, active in more than 100 North American cities, has its meeting formats and many of its person-to-person sales and marketing methods rooted in my Amway experience. This method of distribution remains viable and healthy today, including with mass-affluent customers.

 

What so many of these 400 members share in common is the startup of a small business, expansion of that business, then leveraging the wealth created to that point into diversified investments as well as multiplying the core business or brand through one or more means, such as franchising or licensing. These ultra-rich wind up with a unique  mind-set also held in common from this experience. Among other things, they are methodical. They view everything through the prism of process. They are also deeply suspicious of anyone or anything not symbolic of hard work and methodical development. If you set out to sell them, as example, an exotic safari or fishing trip, the story of your background and how you made yourself into the reigning expert on such travel and the extent of the research, planning, and preparation invested in designing and delivering the experience is essential, and carries more influence than the most persuasive description of the trip and its amenities. This same principle applies to whatever you might sell to the ultra-rich with this startup background.

 

Donald Trump ($3 billion) cannot be ignored—even if you try. His retail, office, and hotel businesses are all up, thriving. Signed Gucci® to a record-breaking lease for Trump Tower. His brand-licensing business has skyrocketed in earnings and expanded just from taking “points” off the top of real estate projects bearing his name but built and sold by others to a dizzyingly wide range of products and services, from mortgages to men’s clothes and even mail-order steaks sold on QVC® and in the Sharper Image® catalog. His licensing-business boom and his speaking fees from $250,000.00 to $1 million have both been made golden by his TV star status. Of late, Trump is far more in the Trump business than in the real estate business. He annually disputes Forbes valuation of him as low by half or more. For some combination of practical, self-promotion reasons and ego, Trump is representative of a relatively small part of the ultra-rich population eager for attention, publicity, and widespread recognition of his success and wealth. (Many others, if not most others, in this informal league of the extraordinarily wealthy shun media and avoid public display of wealth, although most still try to outdo and impress their peers.)

 

There are only 39 women on the 400 list, and generally speaking, ultra-rich women still tend to amass their wealth through marriage, divorce, and inheritance. One of the exceptions is Meg Whitman ($1.4 billion), who earned her MBA from Harvard and held executive positions at several consumer products companies, Disney®, and the big private equity and venture capital fund Bain & Company (led to its prominence by Mitt  Romney) before landing in the CEO.chair at eBay. Under her direction, the company weathered the dotcom bust, established itself as a solid leader in e-commerce, and has, of late, been broadening and diversifying through acquisitions and focusing major attention on expansion in China. To a lesser degree than Trump, but still in the same vein, Meg Whitman is the face of eBay, actively offering herself up to financial and mainstream media for interviews and having more of a direct relationship with eBay users than most corporations’ CEO’s have with their customers. On the current list of women in the 400, only Meg Whitman, Martha Stewart, and Oprah Winfrey have entirely made-from-scratch fortunes, and they all have self-promotion in common. (Just as this book was going to press, Ms. Whitman announced her retirement from her position at eBay.)

[image: 005]

In many respects, the ultra-rich have the very same concerns and buying motivations as the more ordinary affluent. They are pressed for time and eager for efficiency, competence, and convenience to be provided to them—and they’re very willing to pay for it. Other than those intangibles, they have few if any needs. As a matter of fact, even income is pretty much irrelevant to them; they have risen to the point of concern only with net worth. They worry about loss—of money, power, status, or security. They seek approval, recognition, respect—some only from peers, others from the world at large, all from those they conduct business with.






 CHAPTER 3

The Question Freud Couldn’t Answer

“No rich man is ugly.”

—ZSA ZSA GABOR

 

 

 

It is no secret that, as the old saying goes, “women control the purse strings.” That once meant that the men brought home the paychecks and their wives spent the money. No longer. Many affluent households are wealthy thanks to both spouses’ careers providing excellent incomes. Consequently, women have control over spending and investments based not only on the marriage but on equal—or in some cases, greater—financial contribution to it. This has erased old, traditional divisions and delegation of spending.

Surveys from the financial services industry from the 1970s, for example, showed that the married women in more than 80%  of affluent households had nominal or no involvement in the investment decisions. Similar surveys from 2000 and later indicate the 80% has moved all the way down to 40%. In mass-affluent households, women are even more likely to be actively involved in the investment decisions. In the 1960s, husbands picked out the family car. In the 1980s, couples picked out that car together. Today, the woman of the mass-affluent household most likely has her own car and chose it herself. Marketing just about anything to the affluent married household now involves the woman at least as much as the man.

In the television show Mad Men, about the advertising world in the 1950s, we see young women going to work for the express purpose of finding a man and getting married—they the unlucky ones who weren’t able to go directly to marriage without a tour around the game board. That was then. This is now. The institution of marriage itself has fallen on hard times and disrepute. As a career goal, out the window. The year 2007 marked the first time there were as many single women as married women in the United States, with no sign of that trend reversing.

In 2005, single women were the second-largest group of home buyers, right behind married couples. They do not stay in apartments until they find husbands and get married. They bought nearly 1.5 million homes in 2005, more than twice as many as single men. Yet when have you seen any real estate advertising specifically aimed at single women? Comparable examples can be found in numerous other product and service categories, where marketers and marketing have not caught up with and are ignoring opportunities in current reality.

Some single women are single for the traditional reason—not yet (or ever) finding the right man. But there is a growing  population of what demographic analysts call the “willfully unmarried,” who consciously and deliberately choose to stay single. Among the willfully unmarried women are two groups of special interest to us: the particularly affluent single women and the affluent boomer single women. In these two groups, and particularly in a group composed of overlap from the two, we find untold spending power, controlled by women who are buying their own homes, doing their own investing, planning and funding their own retirements, planning their own vacations, and so on—for life. These women are permanent heads of households, and can and should be marketed to as such, and hardly anybody is. In fact, my files are lacking any good examples of advertising or marketing specific to this to show you!




Late-in-Life Divorce as a Spending Event 

The majority of the divorces that occur after 20 to 25 years of marriage are instigated by the wives, not the husbands. Far from grieving quietly, many of these women quickly re-enter the dating and next-husband-hunting game, find it highly competitive, populated by an insufficient quantity of men, and full of older men seeking younger women. Consequently, a number of self-improvement investments occur within 6 to 12 months of divorce: cosmetic surgery, cosmetic dentistry, weight loss products, new and younger-looking wardrobe, new and younger-looking car. I have several clients who deliberately market to this timing sweet spot, using information compiled from public records combined with other, commercially available, rented mailing lists (see Chapter 31). In short, affluent women age 45 through 60, divorcing after long marriages, tend to go on personal  spending binges and be exceptionally susceptible to certain kinds of product and service offers about four to six months post-divorce. Those identified as affluent or, in a way, newly affluent based on their own income no longer shared, alimony, or having secured the principal residence in the divorce, are the biggest spenders.




The Growing Population of “Cougars” 

The older man with the much younger trophy wife has been reversed. According to AARP statistics, at least one in three women between ages 40 and 70 is dating a younger man. About one-fourth of those men are ten or more years younger. Match.com reported a doubling of older women seeking younger men between 2002 and 2005. The proof there’s a trend is that the phenomenon is earning its own name. Older women expressing preference for and hunting younger men are now familiarly called Cougars. Celebrities do it: Demi Moore, Susan Sarandon, Madonna. TV shows deal with it: In 2005, Fran Drescher’s show Living with Fran dealt with a mother of two in love with a man half her age. VH1 aired a reality show with 20-year-old men competing to date Mick Jagger’s 50-year-old ex-wife.

A not yet explicitly tracked majority of these Cougars are affluent women. The theory advanced in MicroTrends (a must-read marketing book by Mark Penn) is that the rise of the affluent Cougar reflects “the natural instinct for people with success to trade that success for sexual attractiveness. And what was once achievable only by older men with money is now within reach of women with power and accomplishment (and money).”

The phrase “the natural instinct for” is, I think, an extremely important one. There is, in fact, a natural instinct to attempt  leveraging success and prosperity into youth, sex, longevity, even immortality. Some affluent people are even prepaying to be cryogenically frozen upon death in the hope of being later thawed out and resurrected when a medical cure for what ails them is found—and laugh if you like, but companies in this field are doing quite nicely. Men are catching up to women in terms of willingness to spend money to try to buy youth and attractiveness, but this is certainly a prime area of opportunity when marketing to affluent women.




Stigmas Gone 

Cosmetic surgery—derogatively called plastic surgery for years—was once almost exclusively for affluent women, or actresses and models. And it was not openly discussed. Today, its popularity spans age ranges from shockingly young to surprisingly old, and from mass-affluent to ultra-affluent. And not only is it openly discussed, but it is something of a status symbol. And discussed in ways that might make many people blush. For example, according to a study published in the Aesthetic Surgery Journal, 81% of breast surgery patients and 68% of other body surgery patients reported improvements in sexual satisfaction. More than 50% of these patients said they were able to achieve orgasm more easily following their surgery. And 56% also noted increases in their partners’ sexual interest and satisfaction following the surgery. You may rest assured that the profession is using this information in its marketing.

This change in attitudes toward cosmetic surgery is representative of comparable changes in attitudes about just about everything, including but not limited to sexuality. Men, take a stroll  through the Self-Help, Psychology, Health, and Relationship aisles at your nearest major bookstore (where most men never tread) or pick up and read copies of Cosmopolitan as well as the historically more staid Redbook. You’ll probably be very surprised to discover the discussions going on.

What’s most important about all this, from a marketing standpoint, is the willingness of women to confront every imaginable health, beauty, aging, and lifestyle issue head-on, and the willingness of affluent women to spend almost without limitation on themselves, their physical and emotional well-being.




Legal Discrimination 

You cannot design a business to be exclusively for men anymore. But you can design any business you like to be exclusively for women. Since discrimination is one of the most powerful of all marketing strategies, this is an opportunity that shouldn’t be overlooked.

The same, incidentally, is true for race. The Black Entertainment Television (BET) network and its awards, Black Enterprise magazine, and the NAACP are accepted and respected. Start the White Entertainment Network, White Enterprise magazine, or the National Association for Advancement of White Folk, and see how things go. I don’t begrudge this, by the way; I merely point it out as double standard and, more importantly, as opportunity.

Smart marketers targeting women are all about discrimination. While women tend to be liberal and socially conscious, and decry discrimination in general, they respond very favorably to for-women-only products, services, media, and messages.  Ladies’ nights still exist and still work, and that says a lot. It’s a 1960s device alive and well 40-plus years later. Designing and presenting businesses, products, and services as “for affluent women only—no men invited” is one of the great growth opportunities of the coming ten years.




It Isn’t Simple 

As an example of the complexity required for success in marketing to affluent women, consider the financial services field.

In their book Marketing to the Mindset of Boomers and Their Elders, Carol Morgan and Doran Levy accuse financial services and investment firms of “conjuring up differences where none exist” in advertising, marketing, and selling to affluent women (investable assets, $500,000.00+) and mass-affluent women (investable assets, $100,000.00+) making their own investment decisions. Assumptions are made by many investment marketers that echo one enunciated by the head of a Charles Schwab initiative aimed at women that “women feel differently and learn differently about investing” so there’s a need to “speak to women in terms relevant to their lives and in language that’s appealing to them.” But in one of her columns, the popular financial writer Jane Bryant Quinn expressed her distaste for financial advertising treating women as “a breed apart.” Quinn describes this advertising as “condescending”—“Who,” she asks, “besides women are told they need help because they are emotionally impaired?” Quinn cites market research studies confirming that there is no difference in investment patterns by gender.

So, who’s right?

I would suggest they are both right and wrong.
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Recommended Resource

EPM Communications publishes a research-based newsletter, Marketing to Women, as well as an annual All About Women Consumers research report. Go to www.EPMcom.com.



First of all, lumping the mass-affluent and affluent women together is a serious mistake. Women with $500,000.00 and up to invest have, for the most part, been more involved with their wealth for a longer period of time. They also have, as a practical matter, access to a different level of financial advisor and choices of investment-related services. They are less likely to be paying attention to Suze Orman and Money magazine and more likely to be reading The Wall Street Journal, Forbes, and Worth than their mass-affluent counterparts. In fact, the affluent women should be separated into experience categories, such as Savvy Investors vs. Financially Uninvolveds, and then talked to quite differently. This is a distinct difference of greater significance than the affluent vs. mass-affluent tag.

Some years back, I did some marketing consulting work for Joan Rivers, the sharp-tongued comedienne turned supersuccessful jewelry, cosmetics, and fashion entrepreneur and on-air pitchperson at QVC. When Joan’s husband, Edgar, died, she had the shocking experience many Financially Uninvolved women have: confronting money management for the first time, under duress. She had left it all in his hands and wasn’t even sure how  to balance a checkbook. Financially Uninvolveds who, for one reason or another—often the death or incapacity of their spouse—have significant investable assets to manage lack background knowledge and experience and therefore lack confidence. They are most likely to look for a single source of advice and assistance, be far more interested in safety and security than gain or yield, and be most motivated by trust. They will seek someone they can have confidence in, rather than work to have more confidence in their own judgment in these matters. Savvy Investor Women are more likely to collect and consider information from multiple sources, make at least some investment decisions independently, and have direct relationships with multiple vendors such as an online brokerage account, a stock broker, a financial planner, and one or more banks.

This means: Savvy Investor Women will respond to information . Financially Uninvolved Women will respond to trust.

The best segmentation here would be quad:1. Financially Uninvolved, Mass-Affluent
2. Financially Uninvolved, Affluent
3. Savvy Investor, Mass-Affluent
4. Savvy Investor, Affluent


Second, Quinn is off base in denying that gender differences affecting perception of and responsiveness to advertising and overt marketing. I’m afraid she’s projecting her own attitudes onto all women. Georgette Geller-Petro, an executive with the financial services giant AXA Financial®, states, “Through feedback from our advisors who work with women, we have found that women’s financial goals, as well as how they articulate them, are different than those of men.”

In the 2007 presidential primary elections, Hillary Clinton’s campaign very successfully courted a market segment they defined as “women with needs.” The label referred to mostly single, high school-educated women with children and low-wage jobs. This caused a client of mine, a business coach to mortgage brokers who noticed an increasing number of strong-minded women joining his program, and me, to coin the term “women with balls.” This refers to women operating predominately via rational thought rather than emotion, and acting, at least in business situations, more like men. Quinn’s comments on this topic, and much of her other writing, make me put her in this category. But it’s error for her to project her woman-with-balls mentality onto a majority of other women. In fact, this is one telling if politically incorrect way to separate them: women who think like men and women who do not.

Gender difference matters. There are words and phrases—like women with balls—that instantly set many women’s teeth on edge and make them deaf to everything else said or written by that person. I do a lot of advertising copywriting in weight loss, alternative health, and beauty categories, and I have to exercise extreme caution about “sounding male” or using instant-turn-off language. However, Quinn is right when she recoils at ad approaches or language that feels “condescending” to her. Women, especially career women, are hypersensitive to being talked down to, to not being given credit for their intelligence, knowledge, and experience. While the militant feminist of the’60s and ’70s seems to be a marginalized minority, there is still a profound difference in the way women respond to language, and the way different women respond to the same language.

Consider the main characters in the Sex and the City HBO series and follow-up movie. Some women aspire to be like one or all of these characters. Other women are amused and entertained by them, but do not find them at all inspirational. Other women find them shocking. Ridiculous. Embarrassing. These different reactions link to age, geography, career status and experience, education, and affluence. Of course, a TV series like this has to cast a relatively wide net and try for mass appeal—thus its four different characters, including Samantha, older but also more libertine than the others and, in one long plot line in the series, a Cougar. Marketers, however, need not cast such a broad net, unless lazy. We can segment and isolate different types and groups of affluent and mass-affluent women and approach each segmented group very differently than the others.





End of sample
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Send requested book,brochure, and DVD.
Send e-mail acknowledging request and
tellng them package is on s way.

Days 2-10

Dally e-mall, a lesson in a course on
wise buyinginvesting/using the sort of
hing being S0k .. s pls reminder
ofoffer

Day4

Aletter with a bookletof customer
testmonials .. encouraging them to
review everything sent.

Days5,7,9

Thee jumbo posteards, each focusing
on a diferent bene.

Day 10

“Only 5 days lft” eter withencourage-
mentto go to a website and view
ten-minute specil presentation.
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Be My Valentine Shop
Al Things Pink

Beds and Furniture
Carriers

Collars

Toys

Treats and Supplements

Eco-Friendly Dog Products
Shop by Size/Age

Bowls

Clothes and Accessories
Grooming and Spa
Training & Behavior
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Manta
Dalas

Houston
Sacramento
Denver
Washinglon, 0
Orlando
Phoenix
Portland
Minneapolis
San Diego.
Baltimore.
Seatlle

68%
8%
6%
6%
6%
63%
2%
62%

58%
57%
56%
55%
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Day 12,13, 14 “Countdown 1o deadine" e-maiks.

Day15. Representalive places outbound call.

Day 16, E-mail extending deadine and
inviing then to 30-minute webinar and
group question-and-answer session.

Day 19 “Last chance” etter with CD or DVD
ofthe webinar.

Day21 Representalive calls again.

Day25. “Offerwihdrawn notce” lette.

Monihs 2-5 General e-mal newslete, nce a week.

Month & New seris ofltters or posteards

extending riginal invitation and initing
hem to re-rase hand and sart process
over wilhfree information.
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# Households % of Households

Rank with at Least $1 Millon of Investable Assets
1 Los Aamos, NM 1516 19.25%
2 Biidgepor,CT 45,03 13.54%
(ncluing Stamford-Norwally
3 Wastington, DC-area 264452 13.03%

(ncluding nearby MD, nother VA,
and WY communies)

4 Naples, FL, W. Marco lsand 17,149 1262%
5 San Jose/Santa Clra, CA 74,789 1261%
6 Onard/Thousand Oaks, CA 32,39 12.35%
7 Tortnglon, €T 9202 12:14%
8 Trenton, Ny 16,190 1211%
9 Juneau, AK 1413 191%

10 Gardnervile Ranchos, NV 2319 1.73%
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Settied

‘Suburbanites ‘Suburban  Incomes and home vlues above average,
emply nesters happy 1o stay where they
are—they have the longest average
lengthof residency. Heavy mail-order
buyers.

Urban Mix Uban ‘Apartment and condo dwellers. Many
singl. Pofessionals. Above-average
education

‘Trailing Boomers, born 1956-1964

Metro Influentials  Sububan  Highestincome and home value, nfo
slocks and other investments, luxry
travel, fine wines. A about lving out
ther dreams.

‘And Senors, born 1945 o earlier
Rich Retirees Utban Wellecucated,well-of. Small households.
(Concentrated —Eclectc ntrests indulged,from cooking
n Northeast  to theater 0 travel, Big mall-order
oties) buyers, notsurfing ntemet.
Boomerang
Bohemians Suburban  Free-wheeling RVers, ravel, bounce

between homes and Kids' homes. Use
e-mall, shop online.






OEBPS/dan_9781613080283_oeb_009_r1.jpg





OEBPS/dan_9781613080283_oeb_028_r1.gif
‘Advertising Onine | Drect. | Publly | Misc.

Tfte | wai
LEAD GENERATION
Step
One
Wb Jibouna
st [can
“Capture Leads - Step
nfomaton-— o
Pemision
WullSiep Ml Media
Step FOLLOW-UP
Three
e
o £
HI
EEEE
HEHEEIEER
HHEEEEER






OEBPS/dan_9781613080283_oeb_011_tab.gif
Los Angeles
Tampa

Boston

Indianapols

San Francisco
Chicago.

MiamiFt. Lauderdale
New York Gty
Phiadelphia
St.Lous

Delroit

Cleveland

4%
st
st
3%
2%
51%
51%
51%
50%
o
a7
an





OEBPS/dan_9781613080283_oeb_043_r1.jpg





OEBPS/dan_9781613080283_oeb_020_r1.jpg
W





OEBPS/dan_9781613080283_oeb_005_r1.jpg





OEBPS/dan_9781613080283_oeb_040_r1.jpg





OEBPS/dan_9781613080283_oeb_034_r1.jpg





OEBPS/dan_9781613080283_oeb_019_r1.jpg





OEBPS/dan_9781613080283_oeb_003_tab.gif
Author

Book Market Value

Dashiell Hammett

THE MALTESE  $35,000.00-$100,000.00
FALCON (1930)

James Joyce

ULYSSES (1922)  $75,000.00-$90,000.00

Emest Hemingwiay.

THESUNALSO  $55,000.00-870,000.00
RISES (1926)

JD. Salinger

THE CATCHERIN  $25,000.00-830,000.00
THE RYE (1951)

Tennessee Willams

ASTREETCAR  $15,000.00-§20,000.00
NAMED DESIRE (1947)

Harper Lee

TOKILLA  $15000.00-820,00000
MOCKINGBIRD (1960)
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Expense (Per Year) Dog cat
Food $241.00  $185.00
Treats 68.00 43.00
Vitamins 123,00 300
Toys 45.00 2000
Grooming 107.00 24.00
Boarding/Pet-Sitting 202,00 119.00
Veterinary Care, Routine 211.00 179.00
Veterinary Care, Surgical 574,00 337.00
AVERAGE Yearly Cost $1571.00  $919.00
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SEGMENT GEOGRAPHY PROFILE

Gold "' Gray Suburban  Exclusive suburbs. Maried, kids in
college, many st working part-time,
consulting. Buy: usury Uavel, portlio
management. Retirement nest egg
Investors.

Credit

‘Commandos Suburban  Siighty above-average income and

heavy credi card users. Empy nesters.
Making up for lost e by buying on
time.
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here's exciting new, important, FREE information:

It's Now Possible:
BETTER BLOOD SUGAR CONTROL, AUTOMATICALLY

)

- without drugs or more medication, without strict diets,
without exercise, without sacificel

A Froo Information Kitsyours onrequest and i you aro diabaic o ro-abeti,
ns s important medical news. You may have  Sece! ey warking nsde your
oy evey day acoseratng your dlbelee Mg | wors, makig o bocd SLgsr
Jevels mpesaietocontl You knowihe rstatn f ying 060t g excrcise,oven
Take your modicaon and sl havs utof conrol blood sugar vl Vil e anewer
15 ot st ping th g Gosage. Wl you prosably have NOT been 415 there 5
aclosed lcp" etwoen gun dease. Undageosad iow rade fecions nidion decp
insce guns.and cental healt and the worsering OR AUTOMATIC IMPROVEMENT of
Bood sugarconvol NEW BREAKTHROUGHS i dentalcae speciically designed for
et are now svaiatle You nee a dentil wha paye specal st 1o pecple
i dabatc problems. 0 assistm i pariodonéal cre gum dsease roament
and contollow el ra fections, 00 tsono ciherprolems. O Natorwide
Network of orfled DentstyForDiabetcs™ Dentsts i reay thel youl And ko
i whtevernas kptyou am gaing he ptmu,. comlet denal cae you nave
neodedinin past shoudnot concom younow. Todays mathoscanbe il pin

fre:youcan b asured of o crlal.respecfl are naelxed enuronmert. ever
any ctcian for aving put o HEBimonand kow that overy Genalpobiem has &
Sokton. Whther you just need percdontal care desgned 1 suppor beter bood
Eugarconrl o mplan dentity. fesoratve entety o ven 3 e KOV, Your
Jocal DentsyForDabelcs™ Dentst can hep

Fist hough, o usrsh acomploto FREE INFORMATION KIT it  Special Repor
How To Tane Disbetes And s Sde Efcts and an Audo CD 1 yo by mal o
cost o_cbigaton. To tecene you Free Information and got moro detalls,
0 online 1o yuw, DentstyForDiabtic.com or call -877-40DSDIABETICS. (1
lovod ono o i s dibote plaso pass i long and ancouage o 10 ot i
nfomation)
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The Craig Proctor Team Approach

Whon the Crag Proctor Team puls the rigger on your lsting, ther aro 16 key
"ystems that activae 1o get your home sold Fast and fo Top Dolar
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Affluent  Ultra-Affluent

Home funishings 80% 84%
Women's evening apparel 3% 56%
Fine jewelry 7% 50%

Artwork, collectibles 10% 20%





